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ABSTRACT 
 
 
This study investigates whether the Chinese media agenda—as reflected in the news 
items published in the Beijing and Shanghai news websites of sina.com.cn, the country’s 
largest news site—is reflected in the public agenda or what Beijing and Shanghai residents 
consider to be the most important issues in the country over a four-month period. It also 
examined how China’s hosting of the Olympic games ranked as a particular issue in the 
media agenda and its relationship with the issue’s position in the public’s list of the most 
important issues facing the nation. The correlation between the valence or orientation of the 
news stories with the public’s attitude about the games was also investigated.  
This study adopts the traditional agenda-setting methodology, which involves the 
combined methods of content analysis to determine the media agenda and a public survey to 
determine the public agenda. First, the media agenda and the public agenda were explored 
separately. Then, the prioritization of issues in the two agendas as well as the media valence 
and public’s attitude toward the country’s hosting of the 2008 Olympiad were compared.  
The findings indicate that the websites in both cities highlight similar topics and that 
the coverage toward the Olympics was positive. Items comprising the priority list of issues in 
the public agenda of Beijing and Shanghai were also found to closely resemble each other. 
The respondents in both cities showed positive attitudes about the country’s hosting of the 
2008 Olympiad. In each city, the media agenda partly corresponded to the public agenda. 
They differed, however, in terms of the extent to which some of the topics occupied the 
agenda. The orientation of the media coverage about the Olympics and the public’s attitude 
about hosting the games were both positive. The public attitude about the games, however, 
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was more positive than the valence of media stories about the games. The findings also 
suggest that situational factors may influence agenda-setting effects.  
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Chapter 1 
 
INTRODUCTION AND STATEMENT OF THE PROBLEM 
 
When the Chinese government made a bid in 1999 to host the 2008 Olympic games, 
Olympic fever spread all over the country. Enthusiasm for the Olympics broke out when the 
International Olympic Committee announced in July 2001 that Beijing was indeed approved 
to hold the games. In the cities, especially in Beijing, people crowded the streets and 
celebrated all night.  
The Chinese, a long dominant sports power in Asia, are avid followers of the 
Olympiad. The men’s single table tennis final event attracted 47 million viewers during the 
2004 Athens games (Aitken, 2004). According to China’s Central TV, “nearly 100 million 
Chinese fans witnessed through live TV broadcasts their country regain the women's 
volleyball gold medal in Athens” (Xinhua Agency, 2004). This zealous monitoring of their 
athletes’ performance prompted the country’s biggest websites—Sohu, Yahoo, Sina and 
Netease—to open channels dedicated to the Olympics through joint domestic and 
international ventures (SinoCast, 2004).  
Needless to say, the national enthusiasm for the Olympics has been partly fueled by 
massive media coverage. From November 17, 2003 to February 9, 2005, the Xinhua News 
Agency produced 41,904 news items mentioning the Olympics. These items appeared more 
than 40 times daily. Such a conspicuous coverage serves to trigger more enthusiasm for the 
games, but hosting the Olympics is no small feat. 
The Chinese government expects that hosting the Olympics will require investments 
of up to about RMB 280 billion (about US$ 34 billion) from the government, non-
governmental organizations and foreign investors (Fang, 2004). Because of this, it is 
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important for the central government to enhance investors’ confidence in China. Media 
coverage must assist in doing so by setting the Olympics as a worthy investment target.  
Because the Chinese media are mostly state-owned, most information they 
disseminate come directly from the government, making the media agenda synonymous with 
that of the government. Traditionally, two media conglomerates perform this function: the 
Xinhua News Agency and the China Central Television, the largest and most influential 
media groups in the country. However, the number of Chinese Internet users has skyrocketed 
in recent years. It is therefore no surprise that the Internet has become one of the most 
important mass media channels, competing with TV and publications for people’s attention. 
As of December 31, 2005, there were about 111 million Internet users in China, 5.1 
million in Shanghai, and 4.68 million in Beijing (p.5) and 67.9 percent of them have reported 
reading news online (CNNIC, 2006). The largest news websites, Sina.com.cn and Sohu.com, 
attracted most news readers (Chinalab, 2006). Even in these websites the government is the 
largest shareholder. Because the agenda-setting function is lodged in these large 
conglomerates, it is pertinent to ask: Is the current Chinese media setting the agenda of the 
Chinese people? 
Over the years, the popularity of sports and how sports are communicated have 
attracted the attention of media scholars. They have found, for example, that the media 
portray sports in certain ways. As Toohey and Veal (2000) learned, “while there may be 
occasional criticisms of power brokers in the mainstream mass media, public debates about 
their defects and agendas are to a great extent curtailed and controlled” (p. 121). Using the 
propaganda model as an analytical tool, they found that governments and/or industry elites 
are “active and willing accessories in defining and shaping the hegemonic order of 
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contemporary cultures” (p.125). Do the prevailing opinions about the Olympic games in the 
Chinese media demonstrate such a hegemonic order? How does the media agenda shape 
people’s values and attitudes about the Olympics?  
That the Chinese are such sports enthusiasts demonstrate that a country’s success in 
the field of sports is indirectly related to national pride. Nationalism in terms of the Olympics, 
according to Leiper (1988), is made evident by the fact that the total “reputation of a country 
can be enhanced through sports success because the citizens’ pride is heightened and the 
world’s respect is promoted” (p. 330). As part of their role in the construction of collectivities, 
the media can portray athletes as national heroes (Bernstein and Blain, 2003).   
Is the same phenomenon evident in the Chinese media’s coverage of the Olympics the 
country will soon host? Because many Chinese, especially those in their 20s and 30s, now 
favor the online medium as their source of news, do the online news channels contain more 
diversified views and opinions that help construct the public’s views about the 2008 
Olympics? 
Scheufele (1999), summarizing other scholars’ studies, argues that “agenda-setting 
and frame-setting are based on identical processes” (p. 116). Studies on agenda-setting aim to 
know what people consider as important issues. Framing studies, on the other hand, generally 
aim to determine how media organize and present issues and events, and the factors that 
influence framing and the consequences of such framing on audiences’ perception of and 
attitudes toward issues. Does Olympic-related coverage promote the Chinese zeal for the 
Olympic games, or does it stifle other views, especially of those who might be against the 
Olympic games? This study investigates how the Chinese media covered the Olympic games 
and what attitudes citizens develop about it based on their exposure to such coverage.  
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The 2008 Beijing Olympic games promise to be a significant event in Chinese history. 
It provides an excellent opportunity to study how the Chinese media performed in covering a 
national milestone. As such, this study attempts to contribute to the scarce body of 
communication studies within the Chinese context. It also aims to add to the dearth of studies 
so far conducted that examined the cultural dimensions of agenda-setting. 
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Chapter 2 
LITERATURE REVIEW AND THEORETICAL FRAMEWORK 
 
To analyze the relationship between public perception of and attitude toward the 2008 
Beijing Olympic games and media coverage, the agenda-setting theory is instructive.  
Agenda-setting theory proposes that “the public agenda—or what kinds of things 
people discuss, think and worry about (and sometimes ultimately press for legislation 
about—is powerfully shaped and directed by what the news media choose to publicize” 
(Larson, 1994). This means that if the news media decide to give the most time and space to 
covering the Olympics, this issue will become the most important item on the audience’s 
agenda. If the news media devote the second most coverage to another issue, such as 
unemployment, audiences will also rate unemployment as the second most important issue to 
them, and so on. Agenda-setting research examines the relationship between media priorities 
and audience priorities in the relative importance of news topics (Wimmer and Dominick, 
2006).  
Dearing and Rogers (1996) defined agenda-setting as a process by which “issue 
proponents compete to gain the attention of media professionals, the public, and the policy 
elite” (p. 2). In broad terms, they also regarded the study of agenda-setting as “a study of 
social change and social stability” (p. 2). Indeed, by focusing on these aspects, according to 
Carragee, Rosenblatt and Michaud (1987), “the agenda-setting approach has contributed to a 
more advanced understanding of the media’s role in society” (p. 42).  
In an effort to better understand the influence of mass media on society, scholars 
began to study how issues in the mass media influence people’s cognitions of social issues as 
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early as in the 1920s. Lippmann (1922), one of the forerunners of agenda-setting, posited that 
there is a connection between the mass media agenda and the public agenda in his book, 
Public Opinion. Forty years later, Cohen (1963) further articulated the idea when he argued 
that the media may not always be successful in telling people what to think, but they are 
usually successful in telling them what to think about. Lang and Lang (1966) reinforced this 
notion by observing that the “mass media force attention to certain issues . . . They are 
constantly presenting objects, suggesting what individuals in the mass should think about, 
know about, have feelings about” (p. 468).  
McCombs and Shaw re-examined his propositions in 1972 to pave the way for a 
research paradigm that has had a profound impact on the fields of sociology and political 
science. Their finding that there is a high correlation between media agenda and public 
agenda broke the long stagnant study of directional mass media effects. They provided 
evidence that the mass media tend to increase knowledge levels rather than change people’s 
attitudes and behaviors (McCombs & Shaw, 1972). The debate this finding engendered 
prompted other scholars to further refine the axioms of agenda-setting.  
In the early 1980s, Japanese scholars went beyond the classic agenda-setting content 
analysis and survey design by examining agenda-setting within a cultural context. Their 
social setting was Japan, often described as a society that ranks high in social collectivity. For 
example, Takeshita (1993) examined what the Japanese consider as “salient issues” based on 
what respondents perceive to be important to their social groups.  
Such an application that considers unique socio-cultural contexts is yet to be done in 
China. The Olympics, which the country will host in 2008, is an important topic that has 
occupied news coverage over the past five years. The staging of the Olympics in Beijing 
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provides a valuable opportunity to examine the agenda-setting function of the Chinese media.  
 
 
  
 
 
 
 
 
 
 
 
 
Figure 1. The main components of the agenda-setting process (Dearing & Rogers, 1996).  
 
As Figure 1 shows, the complete agenda-setting process consists of three main 
components: the media agenda, the public agenda and the policy agenda (Dearing & Rogers, 
1996). The theory posits that the media agenda leads to the creation of the public agenda, and 
that both influence the setting of the policy agenda, which in turn generates reactions that 
affect the media agenda and the public agenda. This study mainly focused on the media 
agenda and the public agenda. Figure 1 also shows that personal experience and social 
context may influence the agenda-setting process. This study was conducted in Beijing and 
Shanghai, which are very similar in terms of population size, development level and 
significance. However, Beijing, the capital, is where the central government is located and is 
therefore stronger in its political colors. Shanghai, the commercial center and the largest port 
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city in the world, is definitely business-oriented.  
In the process of agenda-setting, “salience” is a key concept (Dearing & Rogers, 
1996). Dearing and Rogers (1996) defined it as “the degree to which an issue on the agenda 
is perceived as relatively important” (p. 8). Their further studies on the agenda-setting 
process suggest that “the relative salience of an issue on the media agenda determines how 
the public agenda is formed, which in turn influences which issues policymakers consider” (p. 
8). Some scholars have proposed conceptual models of media salience. For example, Kiousis 
(2004) has suggested that attention, permanence and valence are the three dimensions of 
media salience. Attention refers to the quantity of stories contributing to a topic. Prominence 
is related to the positioning of a news story. Valence refers to the affective elements of news 
(Kiousis, 2004). 
These three dimensions of salience are embodied in the Chinese media’s news 
coverage of the Olympic games. Making issues salient is a task done collectively by the mass 
media. For example, during the 2000 Sydney Olympics, Xinhua, China’s largest official news 
agency, sent 39 reporters to cover the games. It was supported by 160 domestic and overseas 
correspondents that sent reports to the television and the print media in China and throughout 
the world (Sun, 2002).  
Polumbaum (2003), analyzing how the Chinese media promoted their country’s bid to 
host the 2008 Olympics, found that the media “offered a new sense of national greatness and 
collective destiny.” The games were framed as fostering “the conditions for expanded 
participation in global trade, travel, labor migration, and capital flows, which is certainly 
desired by potential beneficiaries of the global economy both within and outside China” (p. 
72).  Polumbaum (2003) implied that hosting the Olympics was related to issues of economic 
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growth and nationalism present in the Chinese media agenda.  
Despite the intense media coverage, what the Chinese people think and feel about the 
2008 Olympic games are yet to be examined. In 1993, McCombs and Shaw, reviewing a 
history of recent agenda-setting studies, contended that the theory has gone beyond eliciting 
mere cognitive effects, which was called first-level agenda setting. Since then, more scholars 
extended agenda-setting studies into the media’s affective effect, also called second-level 
agenda setting (Lopez-Escobar, Lamas, McCombs & Lennon, 1998; Lopez-Escobar, Lamas 
& McCombs, 1998). Studies dealing with second-level agenda setting examine how the 
valence of news influences public attitude (Kiousis, 2004, p76). 
However, Kiousis (2004) submits that agenda-setting has affective impact: “The 
valence in news has not just been germane to second-level investigations, but also to 
traditional first-level examinations” (p. 76). Mutz (1998) also argues that the classic question 
for agenda-setting, “What are the most important issues?” was essentially attitude-oriented. 
Dearing and Rogers (1996) added: “The public agenda is usually measured by means of a 
special kind of question in a public opinion poll, which asks for a respondent’s attitude 
toward a particular issue” (p. 45). Kiousis and McCombs (2004) also explored the attitudinal 
consequence of agenda-setting in the 1996 presidential election and found a high correlation 
between media coverage and public attitude strength.  
The traditional agenda-setting approach mainly dealt with the process of public 
agenda-setting (Dearing & Rogers, 1996). The methodologies of measuring public agenda-
setting were first systematically established by McCombs and Shaw in their 1972 study. 
Three months prior to the 1968 presidential election, they asked 100 undecided voters to 
name the five issues they were most concerned with. After analyzing the content of news 
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coverage from 10 news resources and coding stories into 15 categories in this Chapel Hill 
study, they found a high correlation between those issues ranked first and second in their lists 
(McCombs & Shaw, 1972).  
Classic agenda-setting studies separately measure the media and the public agenda. 
To examine public agenda, hierarchy studies “in which all of the main issues on the public 
agenda at a certain point in time are investigated” were conducted first (Dearing & Rogers, 
1996, p. 40). Usually, as a means of measuring public agenda, public opinion polls ask 
questions about the most important problems facing the nation, which Gallup has conducted 
consistently since War World II (Smith, 1980). Kiousis and McCombs (2004) adopted the 
University of Michigan’s National Election Studies (NES) pre-election poll results as their 
public opinion data, which they then compared to the media data. Because public opinion 
polling is not done in China, this study conducts a survey of citizens in Beijing and Shanghai 
to determine people’s attitudes and opinion concerning the Olympics. Thus, the first research 
questions ask: 
RQ1: What are the most important issues the citizens of Beijing and Shanghai are 
concerned about?  
RQ2: What are the attitudes of the people in these two cities toward the 2008 Beijing 
Olympic games?  
The media agenda is usually determined through a content analysis of news coverage 
for a certain period of time. Dearing and Rogers (1996) call this process “the quantification 
of meaning in documents.” In the media agenda, salience is the most important attribute. 
Kiousis and McCombs (2004) operationalized the salience of 11 political figures in the mass 
media coverage by counting the number of stories that mentioned those political figures. In 
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the current study, stories were gathered from the largest, most authoritative and 
comprehensive news website in Beijing and Shanghai. The content of news stories were 
analyzed to answer the following research questions: 
RQ3: What are the most significant issues presented in Beijing and Shanghai media?  
RQ4: What is the valence of the stories that dealt with the 2008 Olympics published 
in Beijing and Shanghai?  
A number of scholars have found evidence to support the notion that the media 
agenda leads to the formation of the public agenda. Funkhouser (1973), examining the 
importance of several issues both in the media and the public agenda throughout the United 
States, found a high correlation between the two. In 1992, Dearing and Rogers (1996) 
reviewed 92 agenda-setting studies and found that 59 of them showed a significant 
relationship between the two variables. Thus, this study also asks:  
RQ5: What is the relationship between the salience Beijing and Shanghai citizens 
assign to different issues and the prominence ascribed to the same issues by the news 
websites that serve them?  
RQ6: What is the relationship between Beijing and Shanghai citizens’ attitudes about 
the 2008 Beijing Olympics and the valence of the news coverage about the Olympics as 
depicted in the two news websites that serve them? 
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Chapter 3 
METHODOLOGY 
 
McCombs and Shaw (1972) established the traditional agenda-setting methodology 
which introduced the combined methods of content analysis to determine the media agenda 
and a public survey to determine the public agenda. Media agenda and public agenda were 
explored separately first. Then, the prioritizations of issues in the two agendas were 
compared. This study adopts this classic methodology.  
Content analysis 
Wimmer and Dominick (1997) see content analysis as a sound starting point for 
media effects studies such as agenda-setting. Thus, a content analysis of news stories was 
conducted to investigate the major social issues present in the Chinese media. The objective 
was to determine the order of priority based on how often the social issues were discussed in 
media reports.  
The sample 
The main news source for this study was the Beijing and Shanghai local news 
websites of sina.com.cn, the largest news site in China. It collects news stories every day 
through its own domestic and international branches, other news websites, and more than 100 
local newspapers (sina.com.cn, 2005). Sina.com.cn operates local websites in more than 30 
big cities where all daily issues are gathered from local newspapers and posted 
simultaneously. In each local website, the most important daily news stories are sorted into 
two sections, the “International Daily Important Issues” and the “Domestic Daily Important 
Issues.” This study dealt with stories published only in the latter section. The Beijing and 
Shanghai websites of Sina.com.cn were used to access the sampling universe, which 
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constitutes all news stories outlined in the site’s Domestic Daily Important Issues section. 
Period of analysis 
To ensure the comprehensiveness of the content analysis, all stories posted on the 
Domestic Daily Important Issues section of the Beijing and Shanghai websites of sina.com.cn, 
were collected and monthly tallies were recorded from October 1 to December 31, 2005. The 
unit of analysis was the headline and lead paragraph of each news story. Because of the 
inverted pyramid style of reporting the news, the themes of most stories are displayed in 
these two parts. The three-month period of study was chosen to reflect a more diverse range 
of issues and topics in the news reports after the extremely heavy coverage of the 2004 
Athens Olympic games. In addition, because preparations for the 2008 Beijing Olympic 
games are in full swing, this period of analysis includes the long-term impact of hosting the 
games.  
Variables and their measurements 
In this study, categories of social issues refer to the general description or heading 
under which a news topic falls. An initial examination of the daily news reports in the two 
websites produced 20 categories. These include the Olympics, government issues, 
employment, transportation, education, the economy, tourism, natural disasters, diplomacy, 
health care, entertainment, the spaceship launch, science and technology, the mass media, 
Taiwan, agriculture, infrastructure development, culture, ethics and other social issues. These 
broad categories are composed of sub-topics. For example, the category “economy” contains 
aspects of investment, finance, property market and related market activities. “Government 
issues” encompasses government expenses, the budget, policies and corruption. 
“Employment” consists of job opportunities and the changes personal income. The 
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“environment” involves aspects of environmental protection and pollution control. 
“Transportation” refers to the maintenance of roads and subways, and the improvement of 
metropolitan transportation systems, among others.  
Prominence and valence are two dimensions of media salience hypothesized to 
influence agenda-setting (Kiousis, 2004). Prominence is usually measured by the number of 
news stories that discussed a particular topic. Kiousis (2004) measured prominence in a 
previous study by counting the total number of times each political issue appeared in the New 
York Times each month. In this study, the number of times these categories of social issues 
were mentioned in the news items found in the websites was considered as the measure of the 
prominence of social issues. That is, the total number of times each social issue appeared in 
the Domestic Daily Important Issues section of the Beijing and Shanghai sina.com.cn, 
websites was ascertained.  
Valence, the second dimension of issue salience, refers to the general orientation of 
the story toward the Olympic games, and is judged as being positive, neutral or negative, a 
scheme adopted from Kiousis (2004). Valence refers to the direction of the arguments present 
in the Olympic-related stories. As such, it was determined only for stories pertaining to the 
games, which may deal with the Olympics’ effects on the economy, government, education, 
employment, environment, transportation, tourism, diplomacy, and technology. The two 
coders answered the question, “as a news reader, do you think the news story is negative, 
neutral or positive?” The inter-coder reliability testing produced an alpha above 0.75, 
indicating that valence of news stories related to Olympics was sufficiently interpreted 
consistently. 
The prioritization of issues was determined by counting the number of stories that 
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discussed specific news issues in the Beijing and Shanghai websites of sina.com.cn. The 
frequency of occurrence of an issue determines the ranking of an issue in a prioritization list. 
Thus, the top ten most frequently appearing issues were considered as the ten most important 
issues in the two websites.   
Survey 
The sample 
 
To determine the public agenda, a survey was conducted at the end of December 2005 
using a non-probability sample as respondents. Two hundred and forty one respondents were 
interviewed randomly in the most popular shopping malls of Beijing and Shanghai from 
December 2005 to January 2006, immediately after the news items were analyzed. The 
objective is to determine the extent to which the news agenda is reflected in what the public 
considers to be the most important issues on a national scale.   
The questionnaire 
The survey questionnaire was divided into four parts. The first part contains the 
classic open-ended question, “What do you consider to be the five most important social 
issues facing China today?” The number of times each social issue was mentioned by the 
respondents was counted. Then, the identified social issues were prioritized based on the 
frequency with which they were mentioned.  
The second part of the questionnaire aims to determine the extent to which the 
respondents were exposed and attended to stories related to the 2008 Beijing Olympic games. 
The respondents were asked how many hours they usually spend reading newspapers and 
magazines, watching TV, listening to the radio and accessing the Internet for news. In 
addition, they were asked if the stories related to the Olympics in the media is important.   
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The third part of the questionnaire inquired about the respondents’ attitudes toward 
the country’s hosting of the 2008 Beijing Olympic Games based on the news frames 
identified in the content analysis. The respondents were asked the extent to which they agree 
with such statements as “Hosting the Olympic games will increase domestic investments.” 
The response options were strongly agree, agree, neutral, disagree and strongly disagree. The 
answers to the attitudinal items were averaged to form an attitude index.  
The final part of the questionnaire aims to gather demographic data, including age, 
gender, residence, educational background, occupation and income. These were used to 
explore the impact of demographic factors on people’s perceptions of the most important 
events within the nation at that point in time.   
The questions in the survey questionnaire were arranged to simulate conversations 
that might happen during face-to-face interviews. It was short enough so that respondents 
were able to finish it in 15 minutes (Appendix B). The questionnaire was pre-tested on a 
convenience sample of undergraduate Chinese students at Iowa State University to ensure 
that the questions were clear and can be understood easily, and that the sequencing of the 
questions mimics what may transpire in a normal conversation.  
Data analysis 
To answer RQ1, which seeks to ascertain the public agenda in Beijing and Shanghai, 
the first part of the survey questionnaire that asks for a ranking of social issues was used to 
prioritize the topics in the public agenda. The priority lists produced from the two cities were 
compared using frequency tabulations.  
RQ2 asks about the respondents’ attitudes toward China’s hosting of the Olympic 
games. The attitude response options “strongly agree” and “agree” were collapsed to 
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designate positive attitude. “Strongly disagree” and “disagree” responses were merged into a 
single negative attitude response. This resulted in three categories of attitude about the 
Olympic games: positive, negative and neutral. This research question was answered using 
descriptive statistics. The two cities’ attitudes about the games were compared using a chi-
square test.  
RQ3 asks for the most significant issues presented in the agenda of the Shanghai and 
Beijing websites (the media agenda). Again, the priority lists resulting from counting the 
issues posted in the two local websites were compared using frequency tabulations.  
RQ4 seeks to determine the valence of the stories that discussed China’s hosting of 
the Olympic games. Because valence was investigated as a categorical variable (negative, 
positive, and neutral), this research question was answered using descriptive statistics. The 
overall valence of news stories in the two cities was compared using a chi-square test.  
RQ5 tries to figure out the relationship between the prominence (or the prioritization 
list) of issues in the public agenda and the prominence of issues (or the priority list of issues) 
in the media agenda. To answer this question, the public and media priority lists in each of 
the two cities were compared using descriptive statistics. 
RQ6 aims to determine the relationship between people’s attitudes about the Beijing 
Olympic games and the valence or attitudes of the news coverage of this specific topic. To 
answer this question, a chi-square test between public attitude and the valence of media 
stories was done. The same test was repeated to determine the relationship between the 
public attitude and the media attitude toward the Beijing games in Shanghai.  
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Chapter 4 
 
RESULTS AND DISCUSSION 
Survey 
 
A total of 241 people responded to the surveys conducted in China’s two biggest 
cities. Of these, 125 (51.9 percent) were from Beijing and 116 (48.1 percent) were from 
Shanghai.  
Most in the Beijing sample, 75 or 60 percent, were female. The average age of the 
Beijing respondents was 39 (median=35). This is a highly educated sample, with majority (87 
or 62.4 percent) having a bachelor’s degree or higher (Table 1). A few went to graduate 
school (17 or 13.6 percent). A large majority (91or 72.8 percent) hold jobs; 83 worked full-
time. The 70 who provided information about their income produced a median of RMB 
30,000 (roughly $3,750) per year (Table 2).  
Table 1. The educational level of survey respondents 
 
Beijing Shanghai Education levels Frequency Percent Frequency Percent 
Middle school 1 0.8 5 4.3
High school 14 11.2 9 7.8
Some college or university training 31 24.8 18 15.5
College or university degree 61 48.8 44 37.9
Graduate training 8 6.4 13 11.2
Graduate school 9 7.2 26 22.4
Missing 1 0.8 1 0.9
Total 125 100.0 116 100.0
 
In Shanghai, 116 respondents completed the questionnaire. Of these, 56 or 48.3 
percent were female. Their mean age was 35 years (median=28). Eighty-three or 71.5 percent 
of the Shanghai sample hold bachelor’s degrees or higher, a percentage that is higher than 
that of the Beijing sample with this level of education (Table 1). Seventy-five of them had 
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jobs; 70 worked full time. The 64 who gave information about their annual income came up 
with a median income of RMB 45,000 (about $5,625) per year (Table 2). 
Table 2. Annual income of survey respondents  
Beijing Shanghai Income (RMB) Frequency Percent Frequency Percent 
<15,000 22 17.6 18 15.5
15,000-29,999 13 10.4 8 6.9
30,000-44,999 17 13.6 6 5.2
45,000-59,999 6 4.8 13 11.2
60,000-74,999 4 3.2 4 3.4
75,000-89,999 0 0.0 4 3.4
90,000-119,999 3 2.4 5 4.3
120,000-179,999 2 1.6 2 1.7
>180,000 3 2.4 4 3.4
Subtotal 70 56.0 64 55.2
Missing 55 44.0 52 44.8
Total 125 100.0 116 100.0
 
Media use and attention to the mass media 
To the respondents as a whole, the Internet was definitely the most important 
information channel on which they spend most of their time. In Shanghai, 101 respondents 
(83 percent) reportedly had access to the Internet, spending 19.8 hours online per week on 
average, more than the 12.9 hours they spend watching TV and the 6.9 hours they devote to 
reading newspapers. The same tendency was also evident in Beijing where 107 respondents 
(85.6 percent) reportedly use the Internet on a regular basis. On average, they spend 16.7 
hours per week online, longer than the 11.7 hours they allocate to watching TV and the 5.2 
hours they spend reading newspapers (Table 3). This finding illustrates the current primacy of 
online channels in China not just among teenagers, but also among working professionals 
who are 30 years old and above. 
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Table 3. Media use in Beijing and Shanghai per week 
 
Beijing Shanghai 
  N Mean Std. dev. N Mean Std. dev. 
hours spent reading 
newspapers 125 4.90 5.21 115 6.93 6.96
hours spent reading 
magazines 125 2.68 3.33 115 3.94 4.16
hours spent listening 
to the radio 125 4.78 8.40 114 3.36 4.72
hours spent watching 
TV 125 11.72 10.30 115 12.90 10.62
hours spent online 125 16.74 19.98 115 19.84 17.55
 
In general, how much attention did they pay to Olympic-related news? Attention was 
measured using a series of Likert scales whose response items ranged from 1 to 5, where 1 
means “none,” 2 means “a little,” 3 means “some,” 4, means “close” “and 5 means “very 
close” attention. 
As shown in Table 4, although Beijing respondents spent more time online compared 
with other media, they paid more attention to Olympic-related news in the newspapers 
(mean=3.56 hours) and on TV (mean=3.13 hours). The mean of the Beijing sample’s 
attention to online news was at the middle of the scale (3.01 hours). The respondents paid 
less attention to news about this topic found in magazines (mean=2.77 hours) or heard over 
the radio (mean=2.78 hours). The Shanghai respondents paid the most attention to Olympic-
related news they saw on TV (mean=3.34 hours) followed by news they get online 
(mean=3.12 hours). They paid less attention to news stories seen in newspapers (mean=2.98 
hours), in magazines (mean=2.78 hours) or heard over the radio (mean=2.75 hours).  
When they come across stories that discuss the Olympics in the different media, how 
much attention do they pay to them? Attention to each specific medium was measured using 
  
21
a series of Likert scales whose response items ranged from 1 to 5, where 1 means “none,” 2 
means “less than half,” 3 means “over half,” 4, means “almost half “and 5 means “all.” 
The responses indicate that in Beijing and Shanghai, respondents read more than half 
of an Olympic story in a newspaper and watch more than half of an Olympic-related program 
on TV, on average. They, however, go through less than half of the news stories found in 
magazines, heard over the radio or seen in websites (Table 4). 
Table 4. Public attention to news in general and to Olympic-related news in particular  
  
Beijing Shanghai General attention to news N Mean Std.D N Mean Std. D
in newspapers 123 3.13 .79 115 2.98 0.95
in magazines 118 2.77 .98 112 2.78 1.02
radio news  120 2.78 .94 109 2.75 1.12
TV news  124 3.56 .90 116 3.34 1.03
online news 121 3.01 1.14 112 3.12 1.30
Attention to Olympic-related news   
newspaper stories 123 3.18 1.21 114 3.05 1.33
magazine stories 118 2.88 1.31 113 2.90 1.34
radio news  120 2.82 1.30 110 2.77 1.39
TV news  124 3.55 1.14 116 3.33 1.32
online news 123 2.87 1.30 115 2.82 1.27
 
Content Analysis 
News stories and news sources 
The news stories analyzed in this study were taken from the local websites of 
Sina.com.cn in Beijing and Shanghai. Sina.com.cn regularly collects news items from a 
variety of news sources. In the Beijing website, which gathers stories from 85 local 
newspapers and magazines, a total of 1,546 news stories were analyzed. Of these, 98 items 
dealt with the Olympics. In the Shanghai website, which collects news items from 69 local 
newspapers and magazines, 1,750 news stories were analyzed. Of these, 84 stories were 
Olympic-related (Table 5).   
  
22
Table 5. Total number of stories collected and the number of Olympic-related news 
stories analyzed in Beijing and Shanghai 
 
 Beijing Shanghai Total 
Number of news stories collected 1,546 1,750 3,296
Number of news sources 84 69 153
Number of Olympic-related news stories 98 84 182
 
Length of stories  
 Table 6 shows that in general, the stories from the Beijing website had a median 
length of 612 characters; those from Shanghai had a median length of 659 characters. The 
average length of Olympic-related news stories in the two sites, however, was distinctly far 
apart—825 characters in Beijing and 1,117 characters in Shanghai. Table 7 shows the results 
of a t-test conducted to determine if the two sites significantly differ in terms of average story 
length. The results show that the length of stories in the two websites were not significantly 
different from each other (t=1.53; p=.128, df=106.90).  
Table 6. Length of Olympic-related news stories in terms of number of characters 
  
 Beijing Shanghai 
N 98.00 84.00
Mean 825.26 1,117.16
Median 612.00 659.00
Std. Deviation 687.52 1,614.49
 
Table 7. T-test testing the difference in length between Olympic-related news stories 
found in the Beijing and Shanghai websites  
 
t-test for equality of means 
t df 
Sig.  
(2-tailed)
Mean 
difference
Std. error 
difference 
95% confidence 
interval of the 
difference 
 
Lengths of 
news 
           Lower Upper
Equal 
variances 
not assumed 
-1.534 106.90 0.128 -291.90 190.337 -669.222 85.419
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The top ten news categories 
As Table 5 shows, a total of 3,296 news items were gathered from the Beijing and 
Shanghai local websites of Sina.com.cn from October 1, 2005 through December 31, 2005. 
These stories were sorted into 21 categories, and the frequency of occurrence of articles 
falling under each category was counted. Most news stories (858 or 20 percent of the total 
number of stories) fell under the “government” category. This was followed by 335 news 
stories (10.2 percent) that dealt with China’s relationship with Taiwan, 333 stories (10.1 
percent) about diplomacy, 327 (9.9 percent) concerning health care, 221 articles (6.7 percent) 
about the spaceship launch, and 182 news items (5.5 percent) on the Olympics. As Table 8 
outlines, natural disasters, the economy, transportation and the environment completed this 
list of “top ten” issues in the websites based on the prominence and salience of these topics in 
the news.  
Considering the variable subset that happened in the process of categorization, a 
reliability testing of categorizing news stories was conducted that second coder randomly 
categorize five news from Domestic Daily Important Issue section of each day, totally 460 
news stories out of 3,296 (14%) from October 1, 2005 through December 31, 2005. It 
produced an alpha 0.8312, which is above 0.75, indicating that categorization is sufficiently 
applicable to this study.  
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Table 8. Categories of news items in the two websites’ agenda listed according  
to priority 
 
Media agenda Frequency Percent 
1 Government issues 658 20.0 
 2 Taiwan 335 10.2 
 3 Diplomacy 333 10.1 
 4 Health care  327 9.9 
 5 Spaceship launch 221 6.7 
 6 Olympics 182 5.5 
 7 Natural disasters 159 4.8 
 8 Transportation 122 3.7 
 9 Economy 103 3.1 
 10 Education  93 2.8 
 11 Environment 78 2.4 
 12 Culture 85 1.9 
 13 Employment 56 1.7 
 14 Tourism 44 1.3 
 15 Science 40 1.2 
 16 Mass media 39 1.2 
 17 Agriculture 18 .5 
 18 Ethic 16 .5 
 19 Infrastructure construction 15 .5 
 20 Entertainment 12 .4 
 21 Other 372 11.3 
  Total 3296 100.0 
 
Answering the Research Questions 
The public agenda 
RQ1 asks for the most important social issues Beijing and Shanghai citizens were 
concerned about. Data to answer this question were gathered through mall intercept 
interviews of residents in Beijing and Shanghai. Respondents were asked to list the five most 
important social issues facing China today. The issues they mentioned were grouped into 20 
categories, and the frequencies with which these issues were cited were tallied separately for 
the two cities. Then, a priority list based on such a frequency was made for each city. These 
city priority lists were then compared. 
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The results shown in Table 9 suggest that in Shanghai, the public was concerned 
mostly about economic issues, the Olympics, health care, the launching of the first manned 
Chinese spaceship, and government issues, in that order. On the other hand, the top five 
issues on the priority list for Beijing were economic topics, the Olympics, the spaceship 
launch, health care, and government issues, in that order. The results of spearman’s rank test 
shows that rho is 0.938 and Significance is 0.000. That is, the items comprising the priority 
list of issues in the two cities’ public agenda closely resemble each other.  Not only were the 
items the same, the order of their importance as perceived by the public follows almost the 
same ranking. The only difference is that health care, which ranked fourth in the Shanghai 
list, emerged as third in Beijing’s list of priorities.  
At the time of data gathering, health care was a very important topic nationwide 
because of the threat of another pandemic that can easily spread throughout Asia, this time 
from avian flu. Understandably, people were concerned whether the country has already 
adopted precautionary measures to combat this potential epidemic, especially in the wake of 
China’s devastating experience with severe acute respiratory syndrome (SARS) in the spring 
of 2003.  
The country also launched its first piloted spaceship about the time of data gathering. 
This became another popular topic, which ranked fourth in the Shanghai list but slightly 
higher—number three—in Beijing’s priority list. People paid a great deal of attention to the 
details of this much awaited launch, watching keenly who was going to be selected to pilot 
the aircraft, when the event will occur, the flight route, and the country’s plans for further 
space exploration. The national euphoria over this issue catapulted pilot Zhiwei Yang to the 
status of a national hero.   
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Although the public’s priority lists were similar in the two cities, they differed 
somewhat in terms of how often these issues were mentioned. In Shanghai, economic issues 
comprised 23.6 percent of the total issues cited (there were 137 instances in which it was 
cited). On the other hand, Beijing residents mentioned economic issues only 108 times, 
which made the economy constitue18.9 percent of the total issues cited. In contrast, 
government issues occupied 12 percent of the total responses of Beijing residents, but only 
8.6 percent of the answers of Shanghai respondents. This is perhaps due to the fact that 
Shanghai has been the country’s historic seat of commerce and industry. Today, it stands as 
the largest port city in the world, the undisputed commercial center of China. For the last two 
decades, business ventures in the city have surged dramatically. Beijing, the capital, is the 
seat of central government and the locus of political functions. It is therefore no surprise that 
the residents of these two cities showed varying degrees of concern about the economy and 
the government.  
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Table 9. Priority list of issues facing the nation based on responses of Beijing and 
Shanghai residents 
 
Rank  Shanghai 
Number 
of times 
mentioned
% Rank Beijing 
Number 
of times 
mentioned 
% 
1 Economy 137 23.6 1 Economy 118 18.9
2 The Olympics 89 15.3 2 The Olympics 101 16.2
3 Health care 67 11.6 3 Spaceship 96 15.4
4 Spaceship launch 66 11.4 4 Health care 77 12.3
5 Government 50 8.6 5 Government 75 12.0
6 Taiwan 40 6.9 6 Taiwan 43 6.9
7 Infrastructure 16 2.8 7 Agriculture 19 3.0
8 Environment 12 2.1 8 Infrastructure 18 2.9
9 Agriculture 10 1.7 9 Employment 6 1.0
10 Employment 7 1.2 10 Environment 6 1.0
11 Entertainment 7 1.2 11 Transportation 6 1.0
12 Diplomacy 6 1.0 12 Diplomacy 6 1.0
13 Education 4 0.7 13 Education 4 0.6
14 Ethics 4 0.7 14 Entertainment 4 0.6
15 Transportation 2 0.3 15 Science 1 0.2
16 Tourism 2 0.3 16 Mass media 1 0.2
17 Others 1 0.2 17 Culture 1 0.2
18 Mass media 1 0.2 18 Ethics 1 0.2
 Missing 59 10.2 Missing 42 93.3
 Total 580 100 Total 625 100
 
Public attitude about China’s hosting of the Olympics 
RQ2 asks for the attitude the public holds about the Olympic games in these two 
cities. Eleven items in the survey questionnaire asked for people’s attitudes toward different 
issues related to the Olympics. Respondents were asked the extent to which they agree with 
11 statements whose response items ranged from 1 to 5, where 1 means “strongly disagree” 
and 5 means “strongly agree.” The attitudinal responses were collapsed so that those who 
answered 1 and 2 in the five-point Likert scale were considered as having negative attitudes 
about the Olympics (coded 1). Those who said 3 were considered neutral (recoded to 2), and 
those who picked 4 or 5 in the scale were considered to be positive toward the Olympics 
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(coded 3). The responses to all eleven items were summed to arrive at an attitude index. A 
reliability test of this index produced a Cronbach’s alpha of 0.83, which means that the index 
was internally consistent.  
Table 10. Public attitudes toward the Olympics 
 
Beijing Shanghai Hosting the Olympics will N Mean Std. D N Mean Std. D
increase domestic investments 124 4.18 0.64 116 4.12 0.79
improve digital technology 124 3.80 0.78 116 3.82 0.81
encourage good stock performance 123 3.44 0.77 116 3.10 0.91
enhance athletes’ performance 124 4.43 0.66 116 4.35 0.62
Attract foreign investment 124 4.21 0.72 116 4.11 0.86
boost tourism  125 4.44 0.66 116 4.43 0.56
promote economic reforms 124 3.86 0.82 116 3.74 0.94
strengthen national pride 124 4.50 0.55 116 4.46 0.72
be a successful enterprise 124 4.40 0.63 116 4.43 0.68
increase interest in languages 123 4.16 0.74 116 3.82 0.94
not increase taxes 125 3.22 0.86 116 3.24 0.83
Average 4.05 0.46  3.97 0.44 
 
The means for each attitude item were calculated and reported in Table 10. In both 
cities, the responses indicated positive public attitude toward the Olympics games. The 
average for all 11 items was 4.05 (SD=0.457) in Beijing and 3.97 (SD=0.436) in Shanghai. 
Among them, feeling proud of China for holding the 2008 Olympic games obtained the 
highest agreement with means of 4.50 (SD=0.548) in Beijing and 4.46 (SD=0.715) in 
Shanghai. This was closely followed by positive outlooks about benefits to tourism, athletes’ 
performance and the general hosting of the game. In terms of the games’ impact on taxes, 
residents in both cities tended to be neutral, with responses having a mean of 3.22 in Beijing 
and 3.24 in Shanghai.  
The average of people’s responses to the 11 items was calculated. The averages that 
ranged from 2.34 to 3 were grouped as positive responses, 1.67 to 2.33 responses were 
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categorized as neutral, and 1 to 1.67 were considered as negative attitudes. A chi-square test 
was conducted to determine whether the Beijing and Shanghai samples were significantly 
different from each other in terms of general attitude toward the Olympic games. The results 
shown in Table 11 indicate that in general, these two groups were not significantly different 
from each other in terms of the favorableness with which they view the country’s hosting of 
the Olympic games (χ2=1.304, p=0.521, df=2).  
 
Table 11. Cross tabulation showing the difference between Beijing and Shanghai 
residents regarding their attitude toward the Olympics 
 
Attitude Chi-square  
  Negative Neutral Positive Total Value df Sig. 
Beijing 1 0.8% 6 5.0% 115 94.2% 122 100% 1.304 2 0.521
Shanghai 1 0.9% 10 8.6% 105 90.5% 116 100%    
Total 2 0.8% 16 6.7% 220 92.4% 238 100%    
 
The residents of the two cities demonstrated very similar attitudes toward eight of 
items. However, Beijing residents were more optimistic that the Olympics will stimulate 
stock market performance (χ2=12.184, p=0.002, df=2), were more confident that the games 
will trigger economic reforms (χ2=6.420, p=0.04, df=2), and generally agree that the 
Olympics will heighten people’s interests in learning foreign languages (χ2=10.884, p=0.004, 
df=2) (Table 12).  
 
  
30
Table 12. Chi-square testing the difference between Beijing and Shanghai residents 
regarding their response to each item comprising the attitude toward the Olympics 
index 
 
Attitude Chi-Square Hosting the Olympic 
games will 
  Negative Neutral Positive Total Value df Sig. 
Beijing 1 10 113 124 4.582 2 0.101
Shanghai 3 18 95 116   
Increase 
domestic 
investment Total 4 28 208 240   
Beijing 6 31 87 124 0.014 2 0.993
Shanghai 6 29 81 116   
Improve 
digital 
technology Total 12 60 168 240   
Beijing 8 63 52 123 12.184 2 0.002
Shanghai 24 59 33 116   
Enhance the 
performance 
of stocks Total 32 122 85 239   
Beijing 2 3 119 124 0.012 2 0.994
Shanghai 2 3 111 116   
Goad athletes 
to excel 
 Total 4 6 230 240   
Beijing 3 10 111 124 2.815 2 0.245
Shanghai 7 13 96 116   
Attract foreign 
investment 
 Total 10 23 207 240   
Beijing 1 6 118 125 1.222 2 0.543
Shanghai 0 4 112 116   
Benefit 
tourism 
 Total 1 10 230 241   
Beijing 5 33 86 124 6.420 2 0.040
Shanghai 14 22 80 116   
Lead to 
economic 
reforms Total 19 55 166 240   
Beijing 0 3 121 124 3.261 2 0.196
Shanghai 3 3 110 116   
Heighten 
national pride 
 Total 3 6 231 240   
Beijing 0 10 114 124 0.374 1 0.541
Shanghai 0 12 104 116   
Lead to a very 
successful 
Olympic Total 0 22 218 240   
Beijing 4 10 109 123 10.884 2 0.004
Shanghai 14 18 84 116   
Enhance 
people’s 
interest in 
foreign 
languages 
 
Total 18 28 193 239   
Beijing 23 60 42 125 0.474 2 0.789
Shanghai 18 60 38 116   
Reduce taxes 
 
 Total 41 120 80 241   
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The media agenda 
RQ3 investigates the agenda of the Beijing and Shanghai websites whose contents 
from October 1 to December 31, 2005 were analyzed. Because the state owns the media in 
China, it is not surprising to see government issues ranking first on the priority lists of the 
websites’ agenda for both cities. In Beijing, the category government issues was followed by 
ongoing discussions about Taiwan, health care, diplomacy, the Olympics, the spaceship 
launch and transportation. In Shanghai, government issues was followed by news items 
related to diplomacy, health care, Taiwan, the spaceship launch, natural disasters and the 
Olympics.  
Presidential elections were underway in Taiwan during the data-gathering period. The 
threats of assassination the presidential contenders faced during the turbulent campaigns fired 
news coverage about this topic. Health care was on third place on the Beijing and Shanghai 
media agenda as government agencies and other risk responders track all events related to the 
dreaded avian flu. Coverage of avian flu was comprehensive, providing information about 
the typical symptoms of the disease, preventive methods, food safety practices, and the 
potential financial loss to related industries in case of a full-blown pandemic. To ease public 
anxiety and enhance confidence in poultry production, government officials were shown 
enjoying chicken and other poultry products. The launch of China’s first piloted spaceship 
was another important item on the media agenda, intensively covered especially as the launch 
date approached, providing all kinds of perspectives to the event. 
The Olympiad ranked fifth on the Beijing website agenda, and seventh on the 
Shanghai list. As the host city of the Olympics, Beijing was never short on news stories about 
the games. At the time of data gathering, over a hundred projects related to the games were 
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half-complete, and preparations for the games were intense. Commercial activities associated 
with the Olympics were being set up. Olympic fever can also be discerned from the Shanghai 
news website that placed even more emphasis on the commercial opportunities the games 
offer.  
Table 13. Priority list of issues based on their frequency of occurrence in the Beijing and 
Shanghai websites 
 
Shanghai Beijing 
Rank Website agenda 
Number 
of times Percent Rank Website agenda 
Number 
of times  
Percen
t 
1 Government issues 326 18.6 1
Government 
issues 332 21.5
2 Diplomacy 192 11.0 2 Taiwan 170 11.0
3 Health care 170 9.7 3 Health care 157 10.2
4 Taiwan 165 9.4 4 Diplomacy 141 9.1
5 Spaceship launch 140 8.0 5 Olympics 98 6.3
6 Disaster 92 5.3 6 Spaceship launch 81 5.2
7 Olympics 84 4.8 7 Transportation 79 5.1
8 Economy 49 2.8 8 Disaster 67 4.3
9 Transportation 43 2.5 9 Education 55 3.6
10 Environment 39 2.2 10 Economy 54 3.5
11 Education 38 2.2 11 Culture 41 2.7
12 Employment 33 1.9 12 Environment 39 2.5
13 Culture 32 1.8 13 Employment 23 1.5
14 Tourism 25 1.4 14 Tourism 19 1.2
15 Science 23 1.3 15 Science 17 1.1
16 Mass media 22 1.3 16 Mass media 17 1.1
17 Agriculture 13 0.7 17 Entertainment 7 0.5
18 Ethics 12 0.7 18 Agriculture 5 0.3
19 Infrastructure 10 0.6 19 Infrastructure  5 0.3
20 Entertainment 5 0.3 20 Ethics 4 0.3
Others 237 13.5 Others 135 8.7
Total 1750 100.0 Total 1546 100.0
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The results of a Spearman’s rank test between the media priority lists of Beijing and 
Shanghai produced a rho of 0.961 p< 0.001, which means that the news agenda in Beijing 
does not very differ from that of Shanghai, especially when it pertained to national issues 
such as health care, Taiwan and the spaceship launch. The Beijing website, however, tended 
to cover government issues more intensively (21.5 percent of total news coverage) compared 
to Shanghai where it occupies only 18.6 percent of the total news hole. Olympic-related 
stories also appeared more frequently in the Beijing than in the Shanghai website.  
Valence of stories 
 
What was the general orientation or attitude of the articles about the Olympics? RQ4 
asks for the valence in the websites’ news reports pertaining to the Olympics. To do this, all 
stories related to the Olympics were examined for their orientation toward the games. Ninety-
seven articles related to the Olympics were gathered from the Beijing website; 83 such 
stories were taken from the Shanghai portal. Selected news stories were judged as positive 
(3), neutral (2) or negative (1). The mean valence of the Beijing articles was 2.29 (SD=0.353) 
while that of Shanghai was 2.27 (SD=0.222). Both cities, then, carried stories that were 
mostly neutral toward the games.   
The results of a chi-square test (Table 14) indicate a significant difference between 
the two cities in terms of the valence their news stories exhibited regarding the Olympic 
games (χ2=6.071, p=0.048, df=2). The Beijing media were significantly more optimistic 
about the Olympics perhaps because they are the direct host to which most benefits accruing 
from hosting the games will accrue.  
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Table 14. Chi-square testing the difference in the valence of news stories regarding the 
Olympic games between the Beijing and Shanghai websites 
 
Valence Chi-Square News 
stories Negative Neutral Positive Total Value df Sig. 
Beijing 7 7.2% 55 56.7% 35 36.1% 97 100% 6.071 2 0.048
Shanghai 1 1.2% 59 71.1% 23 27.7% 83 100%   
Total 8 4.4% 114 63.3% 58 32.2% 180 100%   
 
Testing for agenda-setting 
According to the agenda-setting theory, the public agenda correlates with the mass 
media agenda. To test this theory, RQ5 compares the agenda as specified in the news sites of 
the two cities with that of the issues considered by the residents of the two cities as important.  
In Shanghai, the media agenda partly corresponds to the public agenda in that health 
care, the spaceship launch and Taiwan occupied similar positions in both the media and the 
public agenda as seen in the priority lists on Table 15. However, government issues, which 
ranked first in the website agenda of Shanghai, dropped to fifth in the public agenda. 
Diplomacy fell even more dramatically, from second place in the media agenda to twelfth in 
the public agenda. Conversely, the economy and the Olympics rose from eighth and seventh 
places on the media agenda to first and second on the public list.  
The same phenomenon can be seen in Beijing (Table 16). Government issues as well 
as topics about Taiwan were less emphasized by the public in its agenda, but received 
considerable prominence in the media agenda. The public also cited the importance of the 
economy and the Olympics among the issues that confront the nation. However, these were 
given less attention in the media agenda.  
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The results of a Spearman’s rank test suggested that in both of cities, the public 
agenda and media agenda are related to a certain degree, but this relationship is not 
significant (Shanghai rho= 0.429, p=0.65; Beijing rho=0.477, p=0.34).  
In general, the residents of Beijing and Shanghai paid more attention to the economy 
and to the Olympics than the news websites examined perhaps because they consider both 
issues as having a more direct and observable impact on their lives. However, the public and 
the media agenda were similar in paying a close watch on the spaceship launch and on health 
care matters. Government issues were cited more frequently in the public and media agenda 
of Beijing, but the economy appeared more frequently on Shanghai’s media and public 
agenda. The findings, therefore, lend support to agenda-setting in that the most important 
matters appearing in the media were reflected in what the public considers to be the most 
important issues of the day. 
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Table 15. Comparison of the media and public agenda in Shanghai 
Shanghai Media Agenda Shanghai Public Agenda 
Rank Media Agenda 
Number 
of times  Percent Rank Public agenda
Number of 
times  
Percen
t 
1 Government issues 326 18.6 1 Economy 137 23.6
2 Diplomacy 192 11.0 2 Olympics 89 15.3
3 Health care 170 9.7 3 Health care 67 11.6
4 Taiwan 165 9.4 4 Spaceship launch 66 11.4
5 Spaceship launch 140 8.0 5
Government 
issues 50 8.6
6 Disaster 92 5.3 6 Taiwan 40 6.9
7 Olympics 84 4.8 7 Infrastructure construction 16 2.8
8 Economy 49 2.8 8 Environment 12 2.1
9 Transportation 43 2.5 9 Agriculture 10 1.7
10 Environment 39 2.2 10 Employment 7 1.2
11 Education 38 2.2 11 Entertainment 7 1.2
12 Employment 33 1.9 12 Diplomacy 6 1.0
13 Culture 32 1.8 13 Education 4 0.7
14 Tourism 25 1.4 14 Ethics 4 0.7
15 Science 23 1.3 15 Transportation 2 0.3
16 Mass media 22 1.3 16 Tourism 2 0.3
17 Agriculture 13 0.7 17 Others 1 0.2
18 Ethics 12 0.7 18 Mass media 1 0.2
19 Infrastructure construction 10 0.6   
20 Entertainment 5 0.3     
Others 237 13.5  Missing 59 10.2
Total 1750 100.0  Total 580 100.0
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Table 16. Comparison of the media and public agenda in Beijing 
  
Beijing Media Agenda Beijing Public Agenda 
Rank Media Agenda Number of times Percent Rank Public agenda
Number 
of times  Percent
1 Government  332 21.5 1 Economic 118 18.9
2 Taiwan 170 11.0 2 The Olympics 101 16.2
3 Health care 157 10.2 3 Spaceship launch 96 15.4
4 Diplomacy 141 9.1 4 Health care 77 12.3
5 Olympics 98 6.3 5 Government 75 12.0
6 Spaceship 
launch 81 5.2
6 Taiwan 43 6.9
7 Transportation 79 5.1 7 Agriculture 19 3.0
8 Disaster 67 4.3 8 Infrastructure 18 2.9
9 Education 55 3.6 9 Employment 6 1.0
10 Economy 54 3.5 10 Environment 6 1.0
11 Culture 41 2.7 11 Transportation 6 1.0
12 Environment 39 2.5 12 Diplomacy 6 1.0
13 Employment 23 1.5 13 Education 4 0.6
14 Tourism 19 1.2 14 Entertainment 4 0.6
15 Science 17 1.1 15 Science 1 0.2
16 Mass media 17 1.1 16 Mass media 1 0.2
17 Entertainment 7 0.5 17 Culture 1 0.2
18 Agriculture 5 0.3 18 Ethics 1 0.2
19 Infrastructure  5 0.3    
20 Ethics 4 0.3     
Others 135 8.7  Missing 42 93.3
Total 1546 100.0  Total 625 100.0
 
The valence of Olympic-related stories in the media and the public agenda 
How does the valence of stories about the Olympics compare in the media and the 
public agenda? RQ6 aims to determine the correlation between the valence of media 
portrayals of the Olympics and the public’s attitude toward the games in the two cities. Chi-
square tests were applied to investigate the differences. Public attitudes toward the Olympic 
games in both cities was measured using a series of the five-point Likert scales whose 
response items ranged from 1 to 5, in which 1 and 2 were considered as negative, 3 as neutral, 
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and 4 and 5 were positive. To make public attitude comparable to media valence in the chi-
square test, the 1 and 2 responses on the Likert scale were recoded to 1 (negative), 3 into 2 
(neutral), and 4 and 5 into 3, (positive). Thus, in Shanghai, the mean public attitude toward 
the Olympics was 2.67, closer to positive, which was higher than the valence of Olympics-
related stories (mean=2.26, closer to neutral) (Table 17). In Beijing, the mean public attitude 
toward the games was 2.74, also higher than the valence of media stories about the Olympics 
(mean= 2.31). 
Table 17. Valence of Olympic-related news stories and public attitude about the 
Olympic games in Beijing and Shanghai 
 
Beijing Shanghai 
 N (valid) Mean Std. D N (valid) Mean Std. D 
Media 98 2.31 0.58 84 2.26 0.47
Public 122 2.74 0.24 116 2.67 0.26
 
A chi-square test was conducted to determine if public attitude is significantly 
different from media attitude (or story valence) in both cities. The results shown in Table 18 
indicate that in the two cities, the public was more optimistic about the potential 
consequences and impact of the Olympic games than what can be discerned from the tone or 
valence of the news items (Beijing: χ2=83.602, p=0.000,df=2; Shanghai: χ2=85.309, p=0.000, 
df=2). In other words, although there were more news stories that were positive toward the 
Olympics, the people were more favorably disposed toward the games than the media.   
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Table 18. Chi-square testing the difference between the media agenda and the public 
agenda in Beijing and Shanghai 
 
Beijing Chi-Square  
Negative Neutral Positive Total Value df Sig. 
Media 6 6.1% 56 57.1% 36 36.7% 98 100% 83.602 2 0.000
Public 1 0.8% 6 4.9% 115 94.3% 122 100%   
Total 7 3.2% 62 28.2% 151 68.6% 220 100%   
 
Shanghai Chi-Square  
Negative Neutral Positive Total Value df Sig. 
Media 1 1.2% 60 71.4% 23 27.4% 84 100% 85.309 2 0.000
Public 1 0.9% 10 8.6% 105 90.5% 116 100%   
Total 2 1.0% 70 35.0% 128 64.0% 200 100%   
 
In summary, a content analysis of the daily important issues section of the Beijing and 
Shanghai websites of sina.com.cn found very similar media agendas. A further analysis of the 
stories that dealt with the Olympics in terms of their valence or orientation toward the games 
suggested that the Beijing website contained stories that were significantly more optimistic 
about the Olympics than its Shanghai counterpart.   
A survey showed that the residents of Beijing and Shanghai were similar to each other 
in terms of the issues of the day they find important and their attitude toward the Olympic 
games.  
The prioritization of news categories found in the websites and the issues the 
residents of Beijing and Shanghai consider to be important correspond highly with each other. 
That is, the topics most commonly featured in the websites were also reflected on the list of 
what people consider to be the most important issues confronting China at that time. Whether 
in Beijing or Shanghai, both media valence and public attitude tended toward a positive 
orientation regarding the hosting of the 2008 Olympic Games. 
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Chapter 5 
CONCLUSIONS 
This study tested the agenda-setting influence of the online news media in the 
Chinese context, specifically with regard to an imminent event in Chinese history, the staging 
of the Olympic Games in 2008. The theory posits that the media agenda affects the public’s 
cognition of issues and its perception of what topics are to be considered important at any 
specific period in time. In this study, the array of news items and issues featured in the local 
news websites of Beijing and Shanghai were compared against what the citizens of these two 
cities thought were the major issues China had to grapple with as the year 2005 drew to a 
close. Where did the Olympic games the nation will host in 2008 figure in this media agenda? 
What was the valence of media coverage toward this issue? Did public attitudes about the 
Olympic games reflect the general orientation of media coverage? 
The effect of the news media on the public agenda was determined first by 
conducting a content analysis of news stories presented in the Daily Important Issues section 
of the Beijing and Shanghai websites of sina.com.cn. The contents of these local websites 
from October 1 to December 31, 2005 were analyzed, and the results were matched against 
those of a non-probability sample survey of 241 citizens in the two cities. A questionnaire 
was used to investigate public agenda, media use and people’s attitudes toward the Olympics 
at the end of 2005 and the beginning of 2006. 
Both Beijing and Shanghai residents listed economic issues, the Olympics, health 
care, the spaceship launch, government issues, and the country’s relationship with Taiwan as 
the most important social issues within the nation at that time. The items comprising the 
priority list of issues in the two cities’ public agenda closely resemble each other. The 
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respondents in both cities showed positive attitudes about the hosting of the 2008 Olympiad.  
The media agenda, on the other hand, was examined by analyzing the news content of 
the Beijing and Shanghai websites. There, government issues, diplomacy, Taiwan, health care, 
the spaceship launch and the Olympics figured prominently as the most commonly discussed 
topics. The websites in both cities were positively disposed toward the Olympics, with the 
Beijing media showing greater optimism than the Shanghai news media.  
In each city, the media agenda partly corresponded to the public agenda. In Shanghai, 
the media and public paid close attention to health care, the spaceship launch and the 
country’s relationship with Taiwan. However, they differed in terms of the extent to which 
other topics occupied the agenda. In particular, the Shanghai media agenda emphasized 
government issues and diplomacy. The public agenda, on the other hand, focused more on 
economic issues and the Olympics. In Beijing, the media agenda leaned heavily toward 
government issues and on topics related to Taiwan, which are on top of the priority list. The 
public agenda, however, mentioned economic issues and the Olympics most frequently. Even 
though the valence of new stories and the public’s attitude toward the Olympics were positive 
in each of cities, the public was more optimistic about the Olympics than the media’s 
portrayal of the games.  
The findings of this study strongly support three generalizations that Dearing and 
Rogers (1996) drew about the agenda-setting process. First, that “the position of an issue on 
the media agenda importantly determines that issue’s salience on the public agenda” (p. 92). 
In this study, a comparison of the media agenda and the public agenda of both cities showed 
that the Olympics, health care and the spaceship launch ranked almost the same in the two 
priority lists. That is, the most important topics appearing in the media were reflected in what 
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the public considered to be important. The launching of the country’s first manned spaceship 
was high in this media prioritization list partly because people can obtain information about 
such an event that is very much divorced from their everyday experience only through the 
mass media. Indeed, according to Zucker (1978), “the less direct experience the people have 
with an issue…the greater is the news media’s influence on public opinion on that issue” (p. 
245).  
The results of this study demonstrate the media’s ability to put a spotlight on issues 
they consider to have direct and observable impact on public life. For example, the mass 
media warned and prepared the Chinese public against the threat of avian flu, and anticipated 
with the public the country’s hosting of the 2008 Beijing Olympic games. This 
correspondence between the media priority lists and what the public deems as the most 
important issues facing the nation provides evidence for agenda-setting.  
The similarity of issue salience between the Beijing and Shanghai news websites also 
gives support to Dearing and Rogers’ (1996) second generalization: “At a given point, or 
over a certain period of time, different media place similar salience on a set of issues” (p. 90). 
That the media agenda in Beijing and Shanghai were very similar to each other in terms of 
the ranking of social issues lend credence to this generalization.  
Third, the findings strongly support the proposition that several factors may mitigate 
agenda-setting effects. Personal experience is one of them. Dearing and Rogers explained: 
“An individual’s close familiarity with an issue…a person’s personal experience with an 
issue overrides the influence of the mass media in determining what’s important to that 
person” (p. 52). In this study, economic issues occupied top positions on the public lists in 
both Beijing and Shanghai, but were ranked lower in the media agenda. This may be because 
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during the last two decades, the Chinese people have experienced dramatic improvements in 
lifestyles following successive periods of economic growth. Because the benefits of such an 
economic boom have filtered down to the people, it can be assumed that the public has 
become attuned or alert to all aspects of economic development. Such awareness was 
mirrored in their list of the most important issues facing the nation in which the economy 
fared very highly compared to its position in the media agenda. 
Another factor that might influence agenda-setting effects is the situational context. 
The difference in the rankings of issues from one city to the other support Dearing and 
Rogers’ (1996) third generalization: that “the agenda-setting process is one of social 
construction through which key individuals interpret clues from the media and from their 
environment to determine the salience of an issue” (p .91). In a general social context, the 
ranking of issues in the websites (the media agenda) suggests the peculiar effects of China’s 
unique state-owned media system. That government and diplomatic issues occupied high 
ranks in the media priority lists indicate the influence of the government on the media system.  
At the city level, the findings demonstrate that local social contexts can critically 
influence the agenda-setting process as well. Beijing’s political orientation and Shanghai’s 
commercial color were clearly reflected in both the media and the public agenda. 
Government issues and the Olympics were mentioned more frequently by the public and by 
the Beijing news site, but stories about the economy appeared more frequently in Shanghai’s 
media and public agenda. These findings suggest the natural and understandable priorities of 
Beijing, China’s political center, and Shanghai, the nation’s commercial hub. 
In this study, a strong correspondence was found between the valence of the media’s 
portrayal of the Olympics and the public’s attitude toward the country’s hosting of the 2008 
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Olympic games. However, the survey respondents (in Beijing and Shanghai) were more 
optimistic about the impact of the Olympics than the website reports themselves. That is, the 
public appears more favorable about the Olympics than the media reports. McCombs and 
Shaw (1991) suggested that a high correlation between media and public agenda may 
indicate that the “media simply were successful in matching their messages to audience 
interests” (p. 26). The current study’s main focus, the Olympics, is a topic that may be 
considered to be more attractive than the usual run of issues discussed in the mass media. By 
its very nature, the Olympics always have high news value and have shown its 
newsworthiness regardless of where the games were held. As such, according to Smith 
(1991), “newspaper coverage and public concern about issues will exert a mutual influence 
on one another” (p.76) though the intensity of influence may not be exactly the same. In this 
case, it appears that the public attitude is driving the attitude of the media coverage with 
respect to the Olympic games. 
The mutual influence of factors or variables that may enhance or attenuate the impact 
of agenda-setting provides support to the contention that this theoretical framework offers an 
alternative to the study of directional media effects on attitudinal and behavioral changes. 
Cohen (1963) concisely summarized that the press “may not be successful much of the time 
in telling people what to think, but it is stunningly successful in telling its readers what to 
think about” (p. 13).  
In a nutshell, while the findings of this study provided evidence in support of agenda-
setting, it also offered empirical evidence about the intervening or mitigating influence of 
situational contexts. The findings showed how, in a social system like China, the state-owned 
media system and the particular attributes of individual cities can influence the agenda-
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setting process. Such is also the case concerning the impact of personal experience on 
agenda-setting.  
Limitations of the Study  
As agenda-setting scholars struggle with classifying media effects, Kosicki (1993) 
notes that “on almost every other dimension for categorizing media effects, public agenda-
setting is somewhat ambiguous” (p. 105). Such difficulties were also encountered in the 
conduct of this study. This section deals with the study’s conceptual and methodological 
limitations. 
Studies of media and public agenda are mostly based on aggregate-level resources, 
such as Gallup polls to determine the public agenda and national news media sources such as 
elite newspapers like the New York Times to ascertain the media agenda. By comparison, the 
content analysis portion of this study investigated only the news stories found in a specific 
section of the local websites of sina.com.cn, China’s largest news website capable of 
collecting news items from almost all local newspapers, magazines and wire services. The 
survey portion of this study recruited only a convenience sample 125 respondents from 
Beijing, which has a population of 14 million, and 116 respondents from Shanghai, which 
has 15 million actual residents. In relation to the sampling universe, the study’s sample size is 
decidedly small. Thus, even though data collection has been purposefully designed to study 
the agenda-setting process at the macro level, the results cannot be generalized to the 
population of Beijing and Shanghai because of the study’s non-probability sample.  
In agenda-setting studies, categorization is an essential step of content analysis. Many 
scholars adopted categorical approach in their agenda-setting researches. For example, the 
classical agenda-setting study of 1968 presidential campaign in Chapel Hill, NC by 
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McCombs and Shaw (1972) content analyzed 10 news resources and coded news stories into 
15 categories. However, the theoretical concept of how to construct categorical system 
missed in their study, which was never an uncommon phenomenon in agenda-setting studies. 
In this study, few theoretical methods of categorization were tracked down, even though 
inter-coder reliability implied that the categorization is sufficiently applicable.  
In this study, several factors were not considered as conditional variables despite their 
active influence on the results. For instance, like most other news outlets in the country, 
sina.com.cn is state-owned. Thus, its news coverage is subject to government scrutiny. This 
journalistic routine specific to China may have had an influence on the study’s results, 
especially with respect to the obtained media priority list of issues. In addition, personal-level 
factors, such as personal experience and other social and economic aspects unique to the 
social climate of the two cities may have had an impact on the public’s perceived priority list 
of issues facing the nation. The integral inclusion of these conditional variables at the 
beginning of the study would have enhanced its validity.  
McCombs and Gilbert (1986) believed that time is essential in any agenda-setting 
study. That is, long-term and short-term investigations can be used to examine the dynamics 
of the agenda-setting process. However, few studies offer suggestions regarding the optimal 
time period of investigation. This study’s period of investigation spanned only three months. 
The results indicating that the media have already set the proper tone and mood of coverage 
given the public’s unknown level of exposure to the Olympics and other topics in the media 
agenda should thus be treated with caution. A more comprehensive and longitudinal 
timeframe of analysis is therefore in order.  
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Suggestions for Future Study 
China, during the past two decades, has been characterized by dramatic developments 
in the economic realm. These developments have permeated the mass media industry as well. 
They are obvious in the innovations that have been applied in media production, information 
distribution and the technologies of message construction. However, few scholars to date 
have examined how these improvements in the business of reporting the news may play 
conditional roles in strengthening or diminishing agenda-setting effects.  
Indeed, to further illuminate the agenda-setting impact of the mass media, the 
influence of other confounding factors must also be examined. For instance, Zhu et al. (1993) 
developed a mathematical model to explain how the public agenda is formed by integrating 
the influences of the media agenda and social interaction. In China, these studies may also 
include an examination of the influence of the general mass media climate as well as 
individual-level factors, such as personal experience and interpersonal influence, on the 
agenda-setting process. A country’s political climate may condition agenda-setting effects. 
Turk (1986), for example, examined the influence of state public information officers on 
daily newspaper coverage. The same question could be asked about China: How exactly do 
government public information officers influence the media agenda?   
Clearly, the more comparative analyses such studies allow will more powerfully 
illuminate the agenda-setting dynamic. For example, the agenda-setting process in 
democratic political systems (i.e., the Western countries) can be compared with that of China 
or other places where the mass media are under strict government control.  
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APPENDIX A 
 
STUDY CODING SHEET 
 
 
Variable Variable label Values 
1. ID number The ID number given to each 
story analyzed 
 
2. Date Date of publication Month-date-year 
(e.g., 10-01-2005) 
3 Sources Local websites where news 
stories were collected. 
1= Beijing 
2= Shanghai 
4. Main topic The most important topic 
discussed in the news story 
1 = Olympics 
2 = Government issues 
3 = Employment 
4 = Environment 
5 = Transportation 
6 = Education 
7 = Economy 
8 = Tourism 
9 = Natural disasters 
10 = Diplomacy 
11 = Health care 
12 = Entertainment 
13 = Spaceship launch 
14= Science and technology 
15 = Mass media 
16 = Taiwan  
17 = Agriculture 
18 = Infrastructure  
19 = Culture 
20 = Ethics and moral values 
21 = Others 
5. Length The number of words of 
news stories that deal with 
the Olympics 
 
6. Valence The tone of stories about the 
Olympics.  
1 = Positive 
2 = Neutral 
3 = Negative 
 
Duration of coverage:  October 1, 2005- December 31, 2005 
 
Unit of analysis: Complete news story, including the headline and the first or lead 
paragraph of each news story. 
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The following list provides examples of news stories that fall under each identified 
content category: 
 
Olympics: athletes’ performance, the plans and actions of the Beijing Olympic Games 
Committee, construction of sports infrastructure, security for the 2008 Olympic games. 
 
Government issues: government’s financing of Olympic-related programs, policies and 
policymaking, meetings and conferences conducted to discuss the Olympics, corruption, the 
role of the army during the games. 
 
Employment: the current and/or future employment situation, people’s income levels, social 
security benefits. 
 
Environment: environmental protection, pollution control, safety and quality of drinking 
water. 
 
Transportation: maintenance of roads, constructions of subways and highways, 
improvements in the metropolitan transportation system.  
 
Education: improvement of educational system, news schools, tuition issues. 
 
Economy: investments, marketing, finance, the activities of corporations. 
 
Tourism: tourism industry, maintenance of tourist attractions, the safety of tourists. 
 
Natural disasters: floods, hurricanes, snow storms and other natural disasters. 
 
Diplomacy: foreign relations, policies and actions with respect to other nations.  
 
Health care: avian flu, SARS, food safety, medicine safety. 
 
Entertainment: the actions of movie stars, singers and other members of the entertainment 
industry. 
 
Spaceship launch: the astronauts and how they are trained, any discussion of the spaceship,  
especially its launching process. 
 
Science: new technology, information technology, scientific research. 
 
Mass media: the workings of the media industry, media effects on people. 
 
Taiwan: events that happened in Taiwan, the relationship between Taiwan and China, and the 
relationship between Taiwan and other countries. 
 
Agriculture: Agricultural facilities, agricultural tax, crop harvests. 
  
54
 
Infrastructure: power, water supply, waste management, telecommunications. 
 
Culture: books, writers, artists, musicians, artworks, theater and other artistic performances. 
 
Ethics: social problems, moral dilemmas, religious stories.  
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APPENDIX B 
 
INSTITUTIONAL REVIEW BOARD APPROVAL  
FOR THE SURVEY PART OF THE STUDY 
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APPENDIX C 
 
QUESTIONNAIRE 
 
Hello. I’m Qing Ma, a graduate student in the Greenlee School of Journalism and 
Communication at Iowa State University. I’m conducting a study that examines people’s 
opinions concerning the 2008 Beijing Olympics Games. Will you please take a couple of 
minutes to complete this questionnaire? Your responses will be kept confidential and you will 
not be identified in any way in the analysis of data. 
 
Your participation is voluntary, and you may choose to skip the questions you may 
find difficult or uncomfortable to answer. Most people take 10 minutes or less to complete 
this questionnaire.  
 
Date:                                    
 
1. In your opinion, what are the five most important social issues facing China today? 
 
1:                                                                                       
 
2:                                                                        
 
3:                                                                       
 
4:                                                                       
 
5:   
                                                                   
 
2. In an average week: 
 
a. How many hours do you spend reading newspapers?      hours 
 
b. How many hours do you spend reading magazines?       hours 
 
c. How many hours do you spend listening to the radio?      hours 
 
d. How many hours do you spend watching television?       hours 
 
e. How many hours do you spend on the Internet?           hours 
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3. How much attention do you pay to: 
 
 
4. When you come across stories that discuss the Beijing Olympics, how much attention do 
you pay to them? 
 
 
 
 None A little  Some Close Very Close 
a. News articles about the 
Olympics?      
b. Magazine articles about the 
Olympics?      
c. Radio programs about the 
Olympics?      
d. TV programs about the 
Olympics?      
e. Websites about the Olympics?      
 All Almost all  
Over 
half 
Less than 
half None 
a.    When reading a newspaper 
articles about the Olympics, about 
how much of them do you read? 
    
b.    When reading magazine 
articles about the Olympics, about 
how much of them do you read? 
    
c.   When listening to the radio 
program about the Olympics, 
about how much of it do you 
listen to? 
    
d.   When watching television 
about the Olympics, about how 
much of it do you watch? 
    
e.   When looking at websites 
about the Olympics, about how 
much it do you look at?  
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5. The following are statements people have made about the 2008 Beijing Olympics. To 
what extent do you agree with these statements? 
 
 Strongly agree Agree Neutral Disagree 
Strongly 
disagree
a. Hosting the Olympic games will 
increase domestic investments.      
b. Hosting the Olympic games will 
bring about further developments in 
Chinese digital technology. 
     
c. Hosting the Olympic games will 
cause the Chinese people to pay 
more tax.  
     
d. Hosting the Olympic games will 
improve the performance of the 
Chinese stock market. 
     
e. Hosting the Olympic games will 
encourage Chinese athletes to 
further improve their performance. 
     
f. Hosting the Olympic games will 
attract more foreign investments to 
China. 
     
g. Hosting the Olympic games will 
benefit the Chinese tourism 
industry. 
     
h. Hosting the Olympic games 
may lead to economic reforms.      
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 Strongly agree Agree Neutral Disagree 
Strongly 
disagree
i. I feel very proud that China will 
host the Olympic games.       
j.  I am confident that the 
Chinese government will do its best 
to make sure that the 2008 Beijing 
Olympics will be an enormous 
success. 
     
k. The Chinese people will be 
more interested in learning foreign 
languages because the country will 
host the 2008 Olympic games. 
     
 
6. How old are you?           
 
7. Gender:             Male             Female 
 
8. Which province are you from?                        
 
9. What is the highest educational degree you have attained? 
         graduated from middle school 
         graduated from high school 
         graduated from college or university training 
         graduated from college or university 
         some post-college graduate training     
         completed graduate school 
 
10. Do you currently work? 
 
         Yes            No (Please skip to Q14) 
 
11. Do you work full time? 
 
         Yes            No 
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12. What job do you hold? 
 
                                                                    
Position title:  
 
                                                                    
Company or firm:  
 
13. Your annual income is  
         Less than RMB 15,000  
         RMB15,000 to 29,999 
         RMB 30,000 to 44,999 
         RMB 45,000 to 59,999 
         RMB 60,000 to 74,999 
         RMB 75,000 to 89,999 
         RMB 90,000 to 119,999 
         RMB 120,000 to 179,999 
         More than RMB 180,000 
 
Thank you for your time! 
